
Preface..................................................................................................................................................viii

Acknowledgment................................................................................................................................... xi

Chapter 1
Integrated Internet Marketing Communication (IIMC)........................................................................... 1

Marketing......................................................................................................................................... 1
Marketing and Development........................................................................................................... 2
Electronic Marketplace and Online Marketing................................................................................ 4
Integrated Marketing Communication (IMC................................................................................. 10
Integrated Internet Marketing Communication (IIMC.................................................................. 11
Conclusion..................................................................................................................................... 15

Chapter 2
Internet Advertising............................................................................................................................... 19

From Billboard to Banner.............................................................................................................. 19
The Internet.................................................................................................................................... 20
Advertising Origins....................................................................................................................... 20
Advertising.................................................................................................................................... 21
Internet and Promotion Mix........................................................................................................... 25
Web: The New Advertising Channel............................................................................................. 29
Internet Advertising Revenue........................................................................................................ 31
Communication.............................................................................................................................. 32
Selecting the Right Website for Placing an Advertisement........................................................... 36
Conclusion..................................................................................................................................... 40

Chapter 3
Online Advertising vs. Offline Advertising........................................................................................... 44

Introduction.................................................................................................................................... 44
Implicit Meaning........................................................................................................................... 44
Product Involvement...................................................................................................................... 46
Advantages of Internet Advertising............................................................................................... 61
Information Environment.............................................................................................................. 64
Conclusion..................................................................................................................................... 65

Table of Contents



Chapter 4
Internet Advertising Formats................................................................................................................. 71

Internet Advertising Methods........................................................................................................ 71
Pop-Up and Pop-Under.................................................................................................................. 74
Email Advertising.......................................................................................................................... 76
Advertising in a Search Engine..................................................................................................... 81
Video Advertising.......................................................................................................................... 81
Buttons........................................................................................................................................... 82
Skyscrapers.................................................................................................................................... 82
Half-Page Skyscrapers................................................................................................................... 82
Advertising in Chat Rooms........................................................................................................... 83
Interstitials..................................................................................................................................... 83
Transition Ads................................................................................................................................ 84
Large Rectangles............................................................................................................................ 84
Large Buttons................................................................................................................................. 84
Super or Leader Banners............................................................................................................... 84
Tiles............................................................................................................................................... 85
Earlugs........................................................................................................................................... 85
Sponsorship Advertising................................................................................................................ 86
Classified Advertising.................................................................................................................... 86
Hyperlinks...................................................................................................................................... 86
Websites......................................................................................................................................... 87
Advergame..................................................................................................................................... 90
Conclusion..................................................................................................................................... 90

Chapter 5
Advertising Agencies and Interactive Media......................................................................................... 92

Nature of the Industry.................................................................................................................... 92
Advertising Agencies..................................................................................................................... 93
Different Types of Advertising Agencies....................................................................................... 94
Organizational Structure................................................................................................................ 96
Interactive Agencies and Changing of User Trends...................................................................... 98
New Issues for Interactive Agencies.............................................................................................. 98
Using Interactive Agencies............................................................................................................ 99
Web Analytics.............................................................................................................................. 101
Advertising Broadcasting............................................................................................................ 103
Advertising Networks.................................................................................................................. 105
Advantages of Advertising Networks.......................................................................................... 105
Lead Generation........................................................................................................................... 107
Conclusion................................................................................................................................... 108

Chapter 6
Internet Advertising Pricing Methods: How to Calculate Advertising Costs?.................................... 111

Cost-Per-Thousand And Flat-Fee Exposure Model..................................................................... 111
Click-Through Rate Models........................................................................................................ 112
Pay-Per-Click............................................................................................................................... 113



Cost Per Action............................................................................................................................ 117
Pay-Per-Percentage Impression................................................................................................... 117
Income-Based Pricing Model...................................................................................................... 118
Integrated Exposure, Interaction And Results............................................................................. 119
Privacy......................................................................................................................................... 120
Moral practice.............................................................................................................................. 120
Conclusion................................................................................................................................... 120

Chapter 7
How Online Advertising Affects Buyer Behavior............................................................................... 123

Uses and Gratifications................................................................................................................ 123
Interactivity.................................................................................................................................. 124
Gender Differences In Behavior, Attitude And Belief................................................................. 128
Behavioral Differences in Terms of Internet Usage.................................................................... 131
Interactive Advertising Model (IAM).......................................................................................... 131
Lifestyle....................................................................................................................................... 136
Conclusion................................................................................................................................... 137

Chapter 8
Internet Advertising Strategies............................................................................................................. 140

Advertising Strategy.................................................................................................................... 140
Identifying the Objectives............................................................................................................ 142
Push-Interactive-Pull Strategy..................................................................................................... 144
Search Engine Advertising (SEA)............................................................................................... 145
Informative Strategy.................................................................................................................... 150
Image-Making Strategy............................................................................................................... 152
Online Direct Selling Strategy..................................................................................................... 154
Viral Advertising Strategy........................................................................................................... 154
Ads as a Commodity Strategy..................................................................................................... 155
Associated Advertising Display................................................................................................... 155
Forced Advertising Strategy........................................................................................................ 156
Conclusion................................................................................................................................... 156

Chapter 9
Advertising and E-Business................................................................................................................. 159

E-Business and E-Commerce...................................................................................................... 159
Portal Models............................................................................................................................... 162
Dynamic Pricing Models............................................................................................................. 163
B2B Service Provider.................................................................................................................. 166
Online Lending Models............................................................................................................... 166
Online Lenders............................................................................................................................. 166
Recruitment on The Web............................................................................................................. 167
Online News Service................................................................................................................... 168
Internet Travel Service................................................................................................................. 168
Online Entertainment................................................................................................................... 168
Online Automotive....................................................................................................................... 169



Energy Online.............................................................................................................................. 169
Selling Brainpower...................................................................................................................... 170
Online Art Dealers....................................................................................................................... 170
E-Learning................................................................................................................................... 170
Conclusion................................................................................................................................... 170

Chapter 10
Effectiveness Solutions in Online Advertising.................................................................................... 173

Objectives and Effectiveness....................................................................................................... 173
Effectiveness Criteria................................................................................................................... 174
Managing Advertising Campaigns.............................................................................................. 172
Managing Reach and Frequency................................................................................................. 175
Managing Geo-Targeting............................................................................................................. 177
Tracing View through Effect........................................................................................................ 177
Creating Curiosity........................................................................................................................ 178
Motivating and Preparing The Consumer.................................................................................... 179
Using Large Formats................................................................................................................... 179
Effectiveness of Different Formats.............................................................................................. 179
Conclusion................................................................................................................................... 182

Chapter 11
The Right Internet Advertising Format (RIAF)................................................................................... 185

Introduction.................................................................................................................................. 185
Background.................................................................................................................................. 186
Conceptual Model........................................................................................................................ 190
Research Methodology................................................................................................................ 190
Internet Advertising Formats....................................................................................................... 192
Discussion.................................................................................................................................... 197
Conclusion................................................................................................................................... 198

Chapter 12
Lead Generation and Behavioral Marketing........................................................................................ 202

What is Lead Generation?........................................................................................................... 203
Different Kinds of Lead Generation............................................................................................ 204
Lead Generation Implementation Strategies............................................................................... 206
Online Community and Lead Generation.................................................................................... 208
Form Development...................................................................................................................... 209
Online Consumption Chain and Lead Generation Role.............................................................. 210
Conclusion................................................................................................................................... 213

 
Compilation of References................................................................................................................ 215

About the Authors.............................................................................................................................. 231

Index.................................................................................................................................................... 233


	Table of Contents

